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E-commerce, as an important indicator of the information age is now 
going to all corners of the world. The rapid development of e-commerce 
creates new opportunities to a country's economy. At the same time, it 
also brought new challenges to the tax department. How to seize the 
opportunity, and properly handle the dialectical relationship between 
e-commerce and tax the not only influence the development of e-commerce 
itself, but also influence realization of the state's financial interests, 
and the country's sovereignty. In this context, this paper learns from 
theoretical achievements and practical experience at home and abroad, and 
uses the methodology of economics and game theory to put forward a feasible 
framework for taxation on e-commerce in China. I hope that I can make some 
contribution to this major proposition in the era of this information. 
This paper starts from three basic propositions to put forward 
theoretical results at home and abroad. These three fundamental 
propositions are: First, whether or not the e-commerce should be taxed? 
Second, if so, what kind of tax to levy? Third, when to levy? Undertaking 
the first part, the second part makes comparative study of tax policies 
of other countries in the view of practice, and hopes to make some help 
to China’s e-commerce tax policy formulation. The third part details the 
development of China's e-commerce, and taxation problems triggered by 
e-commerce. The fourth and the fifth part undertake the third part, using 
the methodology of modern economics and game theory, make a detailed 
demonstration of the advantages and disadvantages of China's e-commerce 
taxation, and come to the conclusion of the necessity of China’s 
e-commerce taxation. Finally, on the basis of the study of theoretical 
research results and practical experience above, this paper proposes the 
feasible framework for China’s e-commerce taxation. 















modern economics and game theory model in the study of exploring the pros 
and cons of e-commerce taxation. It provides a scientific basis to answer 
the question of whether or not the tax should be levied and when to levy. 
To broaden the paper, uses of relevant empirical studies using detailed 
data of the development of e-commerce in China is needed. We need to fully 
prove the short-term and long-term advantages and disadvantages of the 
e-commerce tax, and construct the empirical models in line with the 
national conditions of China. 
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报告称，截至 2007 年 6 月 30 日，中国网民
②
数已达 1.62 亿，与 1997 年 10 月第
一次调查结果显示的 62 万上网用户相比，增长了 260 倍
③
。目前，中国正处于网
民快速增长的阶段。2007 年 12 月，中国网民网络购物比例是 22.1%，购物人数















                                                        
①
 2007 年中国电子商务市场规模将达 1.7 万亿元[Z]. 
http://www.mofcom.gov.cn/aarticle/o/r/200703/20070304497196.html, 2007-03-26 
②
 CNNIC 将中国网民定义为：平均每周使用互联网 1小时（含）以上的中国公民。 
③
 第 20 次中国互联网发展状况统计报告[Z]. http://www.cnnic.net.cn/index/0E/00/11/index.htm, 
2007-07 
④
































































































































Business，B to B），企业对消费者（Business to Consumer， B to C），消费
者对消费者（Consumer to Consumer，C to C）。B2B 电子商务是指在企业、公
司、商务机构之间通过互联网进行的订货、定购、付款、结算等交易行为。B2C
                                                        
①
 引自王君. 电子商务税收问题研究[M]. 中国税务出版社. 2006，31－34 
②
 付丽苹. 印度电子商务税收政策及其影响[J]. 涉外税务，2007，（6），49-52 
③














 5  
电子商务是指消费者利用互联网参与经济活动，即电子零售商业。C2C 电子商务
是指消费者之间通过电子交易平台，实现在线的交互式沟通，达成交易，如网上
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